presentations focusing on social networking, blogs, wikis, and various Web 2.0 technologies have captured our attention. We have oftentimes felt deep anxiety about staying up-to-date and responding effectively to the needs of our students. We sense that this anxiety, almost panic, is widespread among many of us business communication instructors.
In response, we have extensively researched the latest communication technologies and tried a variety of approaches to teaching with social networking and wikis. We welcome the wonderful, new communication tools that increasingly allow people to communicate and collaborate more effectively. (Concentra, 2010) . This implies that business communication instructors should be at the forefront of teaching emerging communication technologies, yet they should also assume that email will remain the primary business communication tool for written messages over at least the next 5 years for most business managers and most corporate employees.
Much of the chatter at ABC conferences focuses on students not using email. This chatter is correct--research shows they do not. As described by Don Tapscott, one of the foremost authorities on evolving communication technologies and their impact on work collaboration and cultural change, "For Net Geners, e-mail is so yesterday" (Tapscott, 2008, p. 46 ). Yet since email is still the preferred communication channel for written business messages and students are least skilled in its use, instruction on email may serve business communication students better than instruction on newer social media. Of course, business communication instructors should constantly reassess which forms of electronic communication are most relevant to the contemporary workplace.
Do the technologies we adopt in the classroom mirror those best classified as business communication and help the field retain a unique
identity? Undoubtedly, Web 2.0 social media are being used extensively by businesses. Yet these newer social media are predominantly used in marketing and leadership communications. For example, Facebook and Twitter are mainstream marketing tools. Most successful wikis are consumer based and fall in the domain of marketing as well. Blogs and microblogs are also increasingly common in organizations. However, most of the successful use of blogs is primarily classified as leadership communication-from CEOs and other upper-level business executives. Certain business disciplines (human resources and information technology) do tend to adopt these tools, particularly blogs and wikis, at a higher rate than other disciplines, although there are notable exceptions of select corporations that have been early adopters of social media and have effectively introduced these social media into their corporate intranets as the primary communication tools (AON Consulting, 2009 ).
The issue of identity for the field is critical. If we are asking our students to use social networking built on the marketing model, then we may be inadvertently muddying the distinction with marketing courses. If we are asking undergraduate business communication students to write blogs built on the leadership communication model, then we may be inadvertently muddying the distinction with public relations, corporate communication, and graduate-level leadership communication courses. Fundamentally, we should ask ourselves if these communication technologies are the tools used daily for oral and written communication by the majority of business managers? If yes, then we are adopting a tool appropriate for business communication courses.
If not, then we may be venturing into another field and diluting our identity.
Does the use of technology in the classroom complement and encourage rich, face-to-face communication? Ultimately, we should use communication technologies to augment and complement rich, face-to-face communication and the development of interpersonal communication skills. If we are using technologies in place of rather than in support of this richer communication, we are not sufficiently preparing our students for the workplace. The demand for interpersonal communication skills is as strong as ever. For many years, we have taught students not to use PowerPoint as a crutch in their presentations. In other words, they should be the focus of their presentations and the PowerPoint slides should be but a supplement, not the other way around. The same could be said for social media and other new communication tools. In all we do, we should emphasize learning that places our students as the focus of communications, not the channel they choose to use.
Concluding Thoughts
Our purpose is not to discourage using new media; after all, we are currently adopting Web 2.0 tools in our courses for instruction and learning exercises (social networking and wikis). However, we should adopt these technologies in a measured way-asking the questions that help us determine to what degree we prioritize newer communication media and the degree to which classroom use of newer media supports a unique business communication identity.
